At the same time, an event may offer its local constituents such benefits as recreation and socialization opportunities, and development of community spirit and pride. The extent to which an event is visitor or locally oriented will be determined by its particular objectives. But , irrespective of what they may be, achievement of those objectives is likely to be dependent upon the level at which the event's organizers embrace the marketing concept. The primary purpose of this study was to assess how fully a sample of event organizers have embraced the marketing concept.
THE MARKETING CONCEPT Getz (1993) suggests that acceptance of the marketing concept helps explain success or failure among businesses, but he believes that this concept has not &dquo;been widely applied to the not-for-profit sector, and not at all to festival or special event management. Considerable scope therefore exists for adapting the concept and seeking new applications&dquo; (p. 11) . Similar sentiments were expressed in the more generic context of nonprofit organizations by Andreasen (1982) While they believe they are market-oriented, these orgamzations actually have a product-oriented approach. They start with their own organizations and services, determine how they want to market them, and then turn to customer analysis to achieve their goals. Despite their protestations to the contrary, they do not begin the process with consumers. (p. 131) A product orientation falls short because it does not consider whether the festival or event most efficiently meets the needs of the marketplace. This shortsightedness does not automatically doom an event to failure; by good fortune the event may be exactly what the market wants. However, the product orientation is flawed on two counts. First, the likelihood of optimizing success in the short term is reduced because there may be relatively little interest in the event. Second, in the long term, the market's interest may change and attendance at an event may decline because its organizers fail to respond to that change.
The marketing concept holds that the social and economic justification for an organization's existence is the satisfaction of customer wants and needs while meeting organizational objectives (Crompton and Lamb 1986 ). Its implementation entails establishing a way for the organization to learn about visitor wants and using that information internally to create programs that will satisfy them. Its implementation has been examined in a variety of industries, but not in the specific context of festivals. Findings reported from other fields provided both a useful point of departure from which to develop instrumentation for this study and a useful basis for comparison.
RELATED RESEARCH
The first marketing concept research to appear in the literature was reported by Hise (1965) , who investigated the extent of its presence among a sample of 273 respondents from manufacturing companies. He defined the marketing concept as having three elements: customer orientation (knowledge of needs and wants before the marketing process begins), profitability of marketing operations, and organizational structure of the marketing department. To examine the first element, questions were asked about the size of the marketing research department, existence of research, and importance given to the research. Profitability was measured by assessing the specific contributions to profitability of products, customers, salespeople, and territories. Finally, the organizational structure was assessed by examining the location of the marketing executive within an organization chart, the title given to that individual, and the directness of the position's responsibility to the president. Hise (1965) concluded that both large-and medium-sized manufacturing firms had adopted the marketing concept.
In their study of 216 respondents from large manufacturing companies, Konopa and Calabro (1971) equated the presence of a marketing manager within an organization as being indicative of the degree to which the marketing concept had been adopted. However, this appears to be a narrow and inappropriate measurement of adherence to the marketing concept. Barksdale and Darden (1971) (Barksdale and Darden 1971, p. 35) .
Research involving a variety of consumer goods and industrial goods companies showed that consumer goods companies had adopted and implemented the marketing concept to a greater degree than industrial goods companies (McNamara 1972) . Contrary to Hise's research, these findings were consistent regardless of the size of the company. More recently, Peterson (1989) reported that his sample of 483 small businesses predominantly used the marketing concept, especially those in retailing. Lamb and Crompton (1981) examined the extent to which a sample of 449 public recreation and park managers adopted or accepted the marketing concept. Their conclusion was that agencies acknowledged the utility of the marketing concept, but there were differences in level of acceptance of the concept between genders and management levels.
The only research that appears to relate directly to festival organizers' adoption of the marketing concept was undertaken by Getz and Frisby (1988) Crompton and Lamb (1986) and Shapiro (1988) developed a market audit outline and a checklist, respectively, which were both intended to guide assessments of market orientation. These questions were beneficial in the development of the marketing concept instrument used in this study. Narver and Slater (1990) , who received responses from 371 managers. They found the three components to be customer orientation, interfunctional coordination (similar to coordinated marketing), and competitor orientation (which relates to profitability). These elements, in both studies, are reasonably consistent with those suggested in the earlier empirical findings reported by Hise (1965) and McNamara (1972) . Ruekert (1992) (Parasuraman 1986 ), but the expense of hiring and training a cadre of highly skilled and qualified observers to do this made it infeasible. Use of the self-report approach follows the precedent used by others cited earlier in the article who have done similar work in other fields. The self-report measure used was a series of rating scales on which respondents checked off appropriate positions that best reflected their views.
Market orientation was operationalized using three dimensions : visitor orientation, strategy development, and strategy implementation (Ruekert 1992 All of the characteristics had low correlation coefficients, suggesting that low or minimal levels of association existed between the selected characteristics and the extent of marketing concept adoption. The regression analyses and correlation coefficients confirmed the direction of each of the hypothesized relationships, although not at significant levels (Table 5) .
Hypotheses 2 through 10 also were tested by similar regression analyses undertaken with each of the three dimensions of the marketing concept as the dependent variable.
Results of the extent of visitor orientation dimension were consistent with those reported above for overall marketing concept adoption. Results using the pre-experience assessment dimension as the dependent variable offered support for five of the hypotheses (Hypotheses 3, 4, 5, 6, and 9), and support for the converse of one hypothesis (Hypothesis 2). With postexperience assessment as the dependent variable, results supported three of the hypotheses (Hypotheses 3, 6, and 9) and the converse of one hypothesis (Hypothesis 2).
CONCLUSIONS AND IMPLICATIONS
The virtues of the marketing concept have been widely extolled in the marketing literature for more than 30 years. However, relatively little has been reported on the extent to which the philosophy has been implemented. This research was a first attempt at exploring the extent of marketing concept adoption among festival organizers.
Initial conceptualization of the operationalization of the marketing concept was adapted from that developed by Ruekert (1992) . It comprised three dimensions: visitor orientation (17 items), strategy development (5 items), and strategy implementation (5 items). However, following factor analyses and reliability tests across respondents' perceptions of both their own festivals and other festivals, the three dimensions were revised. The new dimensions consisted of visitor orientation (similar to Ruekert's, but comprising 9 items), preexperience assessment (market research before the event, 4 items), and postexperience evaluation (evaluation following the event, 4 items).
The overall marketing concept adoption mean scores for the two sets of responses were not significantly different, although the mean of respondents' perceptions of their festivals was slightly higher than the mean of their perceptions of other festivals. Within the three dimensions, visitor orientation for respondents' own festivals had a significantly higher mean score; pre-experience assessment for respondents' own festivals had a significantly lower mean score; and there was no significant difference between the two mean scores for postexperience evaluation. There is always concern that self-report data such as those collected in this study may be susceptible to perceptual or attitudinal biases, or even a lack of information, that can reduce its reliability and validity (Ruekert 1992 
